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ABSTRAK 
 
Semakin banyak tingkat keterlibatan konsumen terhadap suatu 
produk, diharapkan akan semakin tinggi kemungkinan konsumen untuk 
melakukan impulse buying terhadap produk tersebut. Semantara itu product 
knowledge akan menjadi intervening variable yang dapat memperkuat atau 
memperlemah pengaruh tersebut. Contoh dimana product knowledge dapat 
memperkuat pengaruh antara keterlibatan produk dengan impulse buying 
adalah ketika konsumen membeli suatu produk karena “terbujuk” oleh iklan 
produk tersebut tanpa adanya suatu alasan yang rasional untuk membelinya. 
Penelitian ini bertujuan untuk meneliti pengaruh product involvement 
terhadap impulsive buying konsumen Zara Galaxy Mall di surabaya melalui 
product knowledge sebagai mediasi 
Sampel yang digunakan berjumlah 200 orang konsumen Zara Galaxy 
Mall di Surabaya. Data dikumpulkan dengan menggunakan kuesioner. 
Teknik analisis yang digunakan adalah structural equation model. Hasil 
analisis ini menunjukkan bahwa product involvement ditemukan 
berpengaruh positif terhadap product knowledge konsumen. Di sisi lain 
product knowledge ditemukan berpengaruh positif terhadap impulsive 
buying konsumen 
 
Kata Kunci: Product Involvement; Product Knowledge; Impulsive 
Buying. 
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ABSTRACT 
 
The more the level of involvement of consumers against a product, 
expected to be the higher the likelihood of consumers to do impulse buying 
against the product. I went for that product knowledge will be an 
intervening variable that can strengthen or weaken the influence. Examples 
of where product knowledge can strengthen the influence between product 
involvement with impulse buying is when a consumer buys a product 
because "persuaded" by advertising the product in the absence of a rational 
reason to buy it. This research aims to examine the influence of product 
involvement against impulsive buying consumers Zara Galaxy Mall in 
surabaya through product knowledge as mediation 
The sample used amounted to 200 people consumers Zara Galaxy 
Mall in Surabaya. Data were collected using a questionnaire. The technique 
used is the analysis of structural equation models. The results showed that 
product involvement has positive effect on product knowledge and product 
knowledge has positive effect on impulse buying as well. 
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